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INTRODUCTION
In recent years, brand loyalty has been an increasingly attractive and popular research topic for both marketing practitioners and researchers (Worthington et al. 2010) [168] . Companies have started to focus more attention on loyal customers, because they are more profitable than non-loyal customers (Helgesen 2006) [52] . Although there is no common definition of brand loyalty, there is general consensus among scholars that brand loyalty is a multidimensional construct that is defined and measured in either behavioral or attitudinal terms (Sheth and Park 1974[139] ; Jacoby and Chestnut 1978 [60] ; Dick and Basu 1994 [33] ; Mellens et al. 1996 [102] ; Stern 1997[152] ; Bowen and Chen 2001 [17] ; Rundle-Thiele and Bennett 2001[133] ; Back and Parks 2003 [8] ; Worthington et al. 2010) [168] . Behavioral loyalty is defined as the frequency of repeat purchase while attitudinal loyalty is defined as the psychological commitment that a consumer makes in the purchase act, such as intention to purchase and intention to recommend (without necessarily taking actual repeat purchase behavior into account) (Jacoby 1971[59] ; Jarvis and Wilcox 1976) [62] . In general, the approaches commonly used to measure brand loyalty have been behavioral, attitudinal, or a combination of attitudinal and behavioral (Rundle-Thiele and Bennett 2001) [133] . The concept of brand loyalty is over ninety years old (Copeland 1923) [27] and has been recognized as a field of research in the marketing literature for almost five decades (Howard and Sheth 1969) [55] . Despite its importance and popularity in marketing and consumer research, a comprehensive literature review has not been conducted on brand loyalty, especially in recent years. This study provides a wide-reaching review of brand loyalty studies published in academic journals between 2001 and 2015 and also provides a comprehensive classification of these studies. For this reason, it is hoped that this study will (1) fill this void in the literature, (2) indicate the current state of and direction for future research aimed at developing better approaches and advancing knowledge of brand loyalty, and (3) be helpful for both marketing researchers and practitioners in their future inquiries.
RESEARCH METHODOLOGY
In this study, a content analysis was used as a research technique to review the brand loyalty literature. Content analysis is a systematic technique for compressing words of text into fewer content categories on the basis of on explicit rules of coding (Weber, 1990 ; Krippendorff 2012) [167] [76]. This study also followed procedures similar to those taken by different review studies in marketing literature (Ngai ve [29] ; and Line and Runyan 2012) [98] . With this aim, this study searched the following online journal databases to provide a comprehensive bibliography of brand loyalty studies: • Taylor and Francis • JSTOR
• Emerald Insight • Science Direct • Palgrave • Wiley • SAGE The literature review was conducted through the aforementioned databases by means of examining the published studies on brand loyalty. The terms -brand loyalty‖ and -loyalty‖ were used as the main keywords when searching the databases, and the research papers found in the databases were queried in terms of their contents, headlines, abstracts, and keywords. The scan results yielded 396 research papers. Because this study sought studies about the approaches and methods used to measure brand loyalty, only empirical studies were included in the study, and conceptual and modeling studies were excluded. Consequently, 140 empirical studies with brand loyalty as a primary research topic were included in the research and then classified on the basis of several criteria. Jacoby and Chestnut (1978) [60] concluded that brand loyalty possesses a structure that includes both behavioral and attitudinal characteristics. Fournier and Yao (1997) [41] stated that brand loyalty research evolves and develops with time. For the behavioral approach, which can be defined as the first step of the evolution, the researchers considered issues such as repurchasing (Ehrenberg 1988) [35] , purchase frequency (Kahn et al. 1986 ) [64] , and the ratio of a specific product category within the total purchased products and then developed models accordingly, aiming to estimate the future purchasing behavior of consumers (Ehrenberg 1991) [36] . The second approach is defined as the attitudinal approach. This approach claims that the explanatory aspect of the behavioral approach is deficient (Jacoby and Kyner 1973) , and definitions of the attitudinal approach and that of the attitudinal/behavioral approach (a multidomain structure that includes the adoption of both approaches) emerged. Rundle-Thiele and Bennett (2001) [133] classified the literature they examined during their studies on brand loyalty approaches into three categories: -behavioral,‖ -attitudinal,‖ and -multi-domain‖ (this third approach merges the two approaches). In line with this classification, the research papers examined for this study were classified as shown in Figure 1 by the approaches they adopt in measuring brand loyalty. Figure 1 . Classification of approaches used to measure brand loyalty In addition, the research papers examined for this study have been analyzed with the following criteria:
CLASSIFICATION METHOD
 Distribution of research papers based on publication years  Distribution of total number of research papers in journals  Distribution of research papers based on the research countries  Distribution of research papers based on the research industries  Distribution of research papers based on research and sampling methods All of the 140 research papers examined within the scope of the research were published within a period of 15 years. These studies were classified on the basis of three successive periods during the analysis.
Distribution of research paper by years and period
The distribution of the studies according to the years between 2001 and 2015 is shown in Figure 2 . The databases that were examined exhibited an important increase in the number of studies on brand loyalty, especially after 2009. This increase can be observed more clearly when grouping the studies into the three periods as shown in Figure 3 . . Figure 3 . 5-year-period distribution of the studies on brand loyalty.
Classification of the reviewed literature (brand loyalty measures)
As is seen in Table 1 , the studies were classified on the basis of their approaches towards brand loyalty. The studies were classified into three general categories based on their approaches to measuring and conceptualizing brand loyalty: behavioral, attitudinal, or multi-domain. To accomplish the classification in Table 1 , this study sought to examine whether the researchers clearly stated the approach they adopted in measuring brand loyalty. Sixty-three studies stated the adopted approach. For the research studies that did not specify the approach that was used, this study examined in depth the scales used to measure brand loyalty, the hypotheses established in the research, and the research questions to determine the adopted measurement approach. The following criteria were considered in the determination: (1) attitudinal loyalty refers to the psychological commitment that a consumer makes in the purchase act, such as intention to purchase and intention to recommend (without necessarily taking the actual purchase behavior into account) (Jacoby 1971[59] ; Jarvis and Wilcox 1976) [62] and (2) [126] . Therefore, approaches that measure real behavior were included in the classification of behavioral loyalty, and approaches that measure planned commitment, such as recommendation to others and intention to repurchase, were included in the classification of attitudinal loyalty. Table 2 shows the classification of the studies based on approach. The most adopted approach to measuring brand loyalty was the multi-domain approach with 56 total studies, or 40% of the total number of empirical research papers. (10 papers). We observed that the number of research papers on brand loyalty in servicebased journals increased every year. In the entire span, 23 studies were published in a total of 14 service-based journals. 
Distribution of research papers by measurement approaches and period

Distribution of research papers by country and period
When analyzed by country of study, 13 research papers (6.42%) were not country-specific. The remaining research papers covered over 30 countries as shown in Table 4 . of the studies are cross-country studies, the distribution numbers indicated in the table exceed the total number of research papers that were countryspecific. As seen in the table, 30% of the 30 countries were represented in the first period, followed by 36.6% in the second period, and 90% in the third period. This finding suggests that the importance of brand loyalty is increasing and the research on this subject is spreading across countries. We note that the country with the highest number of studies is the United States, followed by Korea and Australia.
Distribution of research papers by industry and period
According to the analysis results by industry, 27 (19.3%) of the 140 research papers were not specific to any industry. The remaining 113 studies fall under 32 different industries. Forty-six percent of the 32 industries were represented in the first period, followed by 68% in the second period, and 68% in the last period. According to this result, it can be stated that there has been an increase in the applicability of brand loyalty among different industries and in industry-based research activities. In addition, the retail, automotive, and hotel industries stand out as the industries with the highest number of brand loyalty studies, followed by the mobile phone, food service, and alcoholic beverage industries. Because some studies include two or more industry areas, the total of the distribution by industry exceeds the total number of examined studies. See Table 5 for this data. Table 6 provides the distribution of research papers based on research methods. We observed that survey research is the most widely used method, followed by panel research, which shows an upward curve, especially over the past few years. As both methods were used in some studies, the total distribution in the table exceeds the total number of examined research papers. Table 7 shows the distribution of the studies based on the sampling method used. Twelve studies in which the sampling method was not specified or that did not have a sampling method as a result of the research method, were excluded from this classification. The distribution of the remaining research papers based on sampling methods is shown in the table. 
Distribution of research papers by research method and period
CONCLUSIONS AND IMPLICATIONS
This study covers 140 research papers published between 2001 and 2015, obtained from seven selected databases.
The research results indicate that the distribution ratios of the examined studies, based on 5-year periods, show an increasing curve and that brand loyalty studies in the period between 2011 and 2015 contributed significantly to the entirety of the examined period. About 55% of the total studies were conducted in that 5-year period. The distribution ratio of the examined studies among the journals indicates that a large portion of the studies on brand loyalty (69%) were published in marketing, consumer, business, and management journals. The remaining studies were published in journals with fundamental topics, such as tourism, psychology, economics, and behavioral sciences. One important finding was the fact that no studies were published in information technology or information system journals in the first period (2001) (2002) (2003) (2004) (2005) , but a total of 10 studies were published in such journals in the second and third periods (2006) (2007) (2008) (2009) (2010) (2011) (2012) (2013) (2014) (2015) . The fact that journals focusing on different disciplines have published studies on brand loyalty in recent years is an indicator that the subject has gained importance in a multidisciplinary aspect. The research papers have also been classified by country, industry type, as well as research and sampling methods. The results show that the studies focused mostly on the USA, Korea, and Australia. From an industrial standpoint, the retail, automotive and hotel industries are the ones with the highest number of studies conducted. Survey research is the most widely used method; however, panel research has increased, especially over the past few years. We note that the evaluation of these results indicates that studies with the behavioral approach were generally conducted with panel data, while studies with the attitudinal approach were conducted with survey data.
The research papers examined in the study were classified under three fundamental areas based on their approaches: behavioral, attitudinal, and multi-domain. The classification results show that 40% of the studies adopted a multi-domain approach, 30% adopted the behavioral approach, and 30% adopted the attitudinal approach. The studies included in the classification of behavioral loyalty generally used indicators such as amount of purchase, purchasing frequency, and brand shares that can be observed within a specific period of time for behavior measurement (Baldinger et The fact that the majority of the research papers did not state the adopted approach allows us to make specific implications. First, the researchers might have deemed it unnecessary to state the approach they used to measure brand loyalty. This indicates that these researchers ignored the approaches discussed in the prior literature (behavioral/attitudinal loyalty, spurious/true loyalty, stochastic/deterministic loyalty, etc.). Certainly, obtaining a stronger theoretical background on the subject of brand loyalty will contribute to the development of the best approach to be used in measuring this phenomenon. This will further contribute to the literature. Second, in studies that did not state the adopted approach, the approaches used to measure brand loyalty as a phenomenon were highly diversified. This indicates that there are important disagreements between researchers on the methods to define and measure brand loyalty. For example, Chaudri and Holbrook (2001: 82,88) [24] claimed that the intention to repurchase measured behavioral loyalty, while Kressmann et al. (2006) suggested that the intention to repurchase measured attitudinal loyalty. In order to remedy this confusion and to apply a useful, common classification to cover all the studies, this study defined the studies that measured real behavior as behavioral loyalty and those that measured planned commitment such as recommendation to others and intention to repurchase as attitudinal loyalty. It must be emphasized that this review study aims to provide future researchers with functional classifications regarding the general literature. It does not intend to improve measurement approaches or join conceptual discussions on brand loyalty. In this sense, the classification schemes might not be perfect from every researcher's point of view. It is also important to note that between 2001 and 2015, there were more studies adopting a multi-domain approach in measuring brand loyalty versus merely a behavioral or attitudinal approach. Researchers agree in the literature that brand loyalty is a multidimensional construct. Finally, this study presents a comprehensive summary of the literature on brand loyalty, to benefit researchers in their future inquiries. Furthermore, the classification of non-empirical studies (such as conceptual research) on brand loyalty (Solomon 1983 ; Ozkara 2014) can make a significant contribution to the literature. The comprehensive list of research papers examined and the bibliography are presented in the Appendix 1. at the end of this paper. 
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